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Abstract 
Diploma thesis deals with a proposal of a marketing strategy for company UGO Trade 
s.r.o. while undertaking expansion abroad, concretely into Polish market. The proposal is 
a reaction on a strong position of the company on the Czech market with fresh juices and 
it tries to find a suitable way for company’s further development. The thesis includes an 
evaluation of internal as well as external company’s environment, which is supported by 
properly used analysis. The final proposal is based particularly on presented analysis, it 
suggests steps which the company has to follow in order to successfully penetrate into the 
market. Furthermore, the recommendations present a simplified financial plan for the first 
year of firm’s presence on the market and plan for further expansion of restaurants into 
other cities. 
 
Abstrakt 
Diplomová práce se zabývá návrhem marketingové strategie pro vstup společnosti UGO 
Trade s.r.o. na zahraniční, konkrétně na polský trh. Návrh je reakcí na silné postavení 
společnosti na českém trhu s čerstvými šťávami a snaží se najít cestu k dalšímu rozvoji 
firmy. V práci je za pomocí analýz vyhodnoceno jak interní, tak i externí prostředí 
společnosti. Finální návrh řešení je čerpán především z uvedených analýz, kde jsou 
navrženy kroky, dle kterých by se společnost měla držet, aby na zahraniční trh úspěšně 
vstoupila. Dále je v návrzích vypracovaný zjednodušený finanční plán pro první rok 
působení společnosti na trhu a  plán  pro další rozšíření restaurací do ostatních měst. 
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INTRODUCTION 
Today’s companies, whether they are small, medium-sized, or multinational, are striving 
to make their products and services more global than ever. The internationalisation of 
firms is occurring at an ever increasing pace. In last decades, firms have changed their 
orientation from domestic to international; they have shifted from multi-domestic 
marketing to global marketing. One of the main reasons for expand businesses into 
foreign market is that company is feeling that local market is not large enough and it 
frequently decides to seek new opportunities in order to acquire higher profit and extend 
the business customer base. However, the international market might be more 
complicated than domestic market, because countries have different political, economic, 
legal systems as well as cultural practices which could make international expansion more 
problematic. Before deciding to expand its business activities abroad, the organization 
should consider the risks that it may face. When choosing which market is suitable to 
enter, it is necessary to conduct fastidious research about potential market and carefully 
evaluate the options of expansion. 
 
The objective of this master thesis is to propose a suitable marketing strategy into Polish 
market for foodservice company UGO Trade s.r.o.  
 
The thesis will be divided into three main chapters. First chapters will be focused on 
theoretical framework and will serve as a basic scope for remaining chapters of thesis. 
Theoretical concepts will be chosen with regard to the foreign expansion of companies 
into international markets. Therefore marketing, market environment, marketing 
research, market entry strategy and marketing mix will be described. 
 
The second chapter will introduce the examined company and will briefly describe its 
history, organizational structure and business activities. The evaluation of the company’s 
current situation will be grounded in an analysis of business environment and in SWOT 
analysis. The uncontrollable factors of macro environment will be evaluated by PESTLE 
analysis. In addition to awareness of macro environment characteristics, Porter’s analysis 
11 
 
of industrial structure, along with an analysis of competition in Polish market, will be 
conducted. 
 
Based on conducted analysis, the last chapter will include author’s proposal of the plan, 
how exactly and on what scale should the company approach the Polish market, with 
recommendation of a simplified financial budget needed for an expansion and other 
relevant recommendations related to the foreign expansion itself. 
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OBJECTIVES OF THE THESIS 
The purpose of this diploma’s thesis is to suggest suitable marketing strategy for Czech 
company UGO, which could be effectively used when firm’s expansion into Polish 
market. The author considers UGO as an ideal candidate for foreign market entrance, as 
it is a long- time leader in sales and profit among healthy foodservice bars participating 
on a Czech, alternatively Slovak market. On the lines below theoretical framework 
describe which analysis are going to be use and how. Its practical usage is to assume to 
help to illustrate Poland suitability to be acceded by one of the most fast growing Czech 
company of the recent years. The analysis focus on wide range of topics, beginning with 
the company’s external environment such as political, economic, or technological forces 
influencing the particular industry, continuing with analysis of the forces within the 
industrial background and finishing with analysis of the company’s internal environment 
and its strong and weak aspects. 
13 
 
1 THEORETICAL BASIS OF THE WORK 
In terms of theoretical part in master’s thesis will be in this chapter mentioned a lot of 
information about marketing, markets, business environments and marketing strategy. 
Theoretical bases will be further used in the analysis and for recommendations. 
1.1 Marketing 
Definition of marketing and its effect is very diverse. There are countless definitions how 
to define the concept of marketing. Many people think that this term is presented only to 
persuade and sell, but in today’s world of marketing the main task is particularly to meet 
the needs of the customers. The author of this work will introduce a few concise 
definitions from different and famous authors. 
 
As Drucker states that the main goal of marketing is to recognize customers and their 
needs perfectly, that the product intended for them sells easily itself. In other words, the 
ideal marketing aims to achieve full readiness of customer to purchase given products 
(Kaňovská, 2009). 
 
According to Kotler “Marketing is social and managerial process which helps people to 
acquire everything what they need or what they want based on the production of 
commodities and theirs the subsequent exchange for the money or other commodities” 
(Urbánek, 2010, s. 10).  
 
American Marketing Association states “Marketing is the activity, set of institutions and 
processes for creating, communicating, delivering and exchange offerings which have 
value for customers, clients, partners and wide public” (Kotler, Keller, 2013, p. 35). 
 
According to British authorized institute who formulated the definition of marketing that 
is “managerial marketing process which enables detection, anticipating and satisfying 
consumer requirements in a cost effective way” (Foret et al., 2005, p. 8). 
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The common objective of definitions is process with the purpose to satisfy the wishes and 
needs of individuals or groups through the products, services or other values. The essence 
of marketing is a very simple idea, which is to understand the needs and wishes of the 
environment and creating ideas, products or services which these needs and desire are 
fulfilled (Kotler et al., 2007). 
1.2 Strategy 
The term of strategy is originally derived from Greek word “stratēgia”, which expresses 
the art of a troop leader or general. In terminology salesmen and producers, it originally 
meant the ability to decide based on high expertise and professionalism. Some authors 
particularly in this case compare this ability to art. In general, the strategy is perceived as 
a specific scheme (project, direction) of process, which indicates how to achieve desired 
goals under given circumstances. It is an overview of possible steps and activities which 
are being chosen with awareness of uncertain development of related future conditions 
and conjunctions. The ultimate purpose of the strategy is to achieve a proper coordination 
of whole activities of company’s elements and create unified and indivisible its other 
perspectives (Horáková, 2001). 
1.3 Marketing strategy 
The strategy, as identified by Porter (1996), it is the way how the firm’s skill, resources 
and competencies should be to create a competitive advantage as well as a firm’s unique 
position should be specified and communicated. Thus, the aim of strategy is the most 
effective way of using firm’s resource to build a distinctive unique strategy which allow 
the firm to have a significant competitive advantage over its rivals. 
 
Choosing an appropriate marketing strategy for the organization is very crucial. 
According to Bovée and Thill (1992), the marketing strategy is part of a culture of 
planning which develops from overall plan for choosing a target market and succeeding 
within it via products or services, pricing, distribution and promotion. Therefore, the main 
aim of marketing strategy is finding ways to achieve organization’s business goals. 
 To achieve the organization’s business goals is necessary to satisfy and return customers. 
It actually makes a profit of the organization, which is a key factor for long-term operation 
and especially profitability of the organization.  
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Thus, organization which its target is a certain group of customers and provide them with 
particular package of benefits tailored to its needs could be said to have a great marketing 
strategy. The first step of developing marketing strategy is doing a proper market research 
thoroughly and subsequently choosing a group of target customers. The next step is to 
build the marketing mix (Bovée and Thill, 1992). 
1.4 Market entry strategies 
When a company feels that the local market is not large enough, it frequently decides to 
seek new opportunities. Any company which consider to expand its businesses to a 
foreign market has to initially deals with two decisions: (1) Which foreign markets to 
enter, when to enter them, and on what scale; (2) the choice of entry mode. The final 
choice of which markets to enter should be driven by long-run growth and potential profit. 
There are several options how the company could enter to the new market. Every option 
has advantages and disadvantages and it depends only on firm ‘s management to evaluate 
a current situation and decide, which market entry strategy would by the most appropriate 
(Hill, 2011). 
 
To select the appropriate market entry mode is necessary to choice the right suitable 
foreign market. Hill (2011) points out five various modes of foreign expansion which are 
exporting, licensing or franchising to host-country organization, establishing joint 
ventures with host-country organization, setting up a new wholly owned subsidiary in the 
host country. 
 
Exporting 
Export of goods is the most common mode for initial entry into foreign markets. It 
basically involves a transportation of goods to abroad and selling them in desired foreign 
market. This entry mode strategy is mostly used by manufacturing firms (Hill, 2011). 
 
As was highlighted by Douglas and Craig (1995), exporting could be organized in various 
ways, depending on the number and type of intermediaries. 
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Indirect exporting 
The purpose of this way of exporting is to use export agents or trading firms to sell the 
goods to the offices of foreign organizations located in the company’s domestic country. 
The mentioned above export company have responsibility for identification potential 
buyers and distributors into the another country, insurance, organizing shipment of goods, 
financing or providing documentation to satisfy clientele formalities, is therefore 
transferred to another company. Such an approach to exporting of goods is most likely to 
be appropriate for a company with limited international expansion objectives (Douglas 
and Craig, 1995). 
 
Advantages 
• “Limited commitment. 
• Minimal risk. 
• Flexibility  
Disadvantages 
• Potential opportunity lost 
• Lack of control. 
• Lack of contact with market” (Douglas and Craig, 1995, p. 156). 
 
Direct exporting 
When the company feels that sales volume is sufficient and the company wishes to devote 
main effort to developing international market, establishing its own export organization 
is often desirable. The export company is responsible for all exporting from identifying 
potential market, documentation and shipment to developing marketing plan (pricing, 
promotion and distribution for foreign markets). The organization shall be located in the 
domestic market as well as in foreign markets (Douglas and Craig, 1995). 
 
Advantages 
• “Better contact. 
• More control. 
• Better sales effort. 
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Disadvantages 
• Investment in sales organization 
• Commitment to foreign market” (Douglas and Craig, 1995, p. 156). 
 
Licensing 
Licensing is an agreement between licensor and licensee, where licensor gives rights to 
utilize intangible property in return for payment of royalty fees. In general, these fees are 
a percentage of sales covered by the agreement. Licensing is appropriate entry mode for 
the company which has type of proprietary assets such as patented product or process 
technology, trade mark or brand name (Hill, 2011; Douglas and Craig, 1995) 
 
Advantages 
• The company does not have to bear the developments costs and risks associated 
with opening a foreign market. 
• Overcoming investment barriers. 
 
Disadvantages 
• A significant risk of know-how exposal. 
• Lack of control over its business activities. 
• Profit redistribution to another markets (Hill, 2011). 
 
Franchising 
According to Saleh and Kleiner (2005), franchising is a method for selling a business 
services, often to small independent entrepreneur who have working capital but a very 
little or no prior business experience or knowledge (Lee and Carter, 2012). Franchising 
is similar to licensing, where the franchisor receives a components or ingredient as well 
as management and marketing, whereas the franchisee provides personal involvement, 
market knowledge and particularly capital requirement.  
 
There are a two main methods of franchising: the first one is the product and trade name, 
where suppliers make contracts with trader to buy or sell products.  
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The second method is called business-format franchising, where the franchisee 
establishes and manages by own profitable business in the host country. In return, the 
franchisor receives a loyalty fee from franchisee’s turnover. This type of entry mode is 
usually for firms, who offers services such as fast food chain McDonald’s (Lee and 
Carter, 2012). 
 
Advantages 
• Opening costs and risks are relieved. 
• A significant opportunity to open build profitable operation as quickly as possible. 
 
Disadvantages 
• The franchise is not completely independent. 
• Not possible to take firm’s profits out of one country to invest into another 
country. 
 
Joint ventures 
According to Yang and Lee (2002) a joint venture is a partnership between two or more 
enterprises. The joint venture could be contractual non-equity joint venture as well as an 
equity joint venture. There are a few options when the joint venture is formed: “(a) there 
are insufficient resources in one firm alone; (b) the pace of innovation and market 
diffusion is rapid; (c) research and development costs are exorbitant; (d) high 
concentration of firms is present in a mature industry; (e) government cooperation is 
needed; and (f) it is necessary for self-protection” (Lee and Carter, 2012, p. 243). 
 
Advantages 
• Reduces capital and other resources required.  
• Spreads risk. 
• Access to expertise and contacts in local markets. 
Disadvantages 
• Potential conflict between business partners. 
• Communications and management issues. 
• Not fully control (Douglas and Craig, 1995). 
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Turnkey project 
In turnkey project, the company (the contractor) agrees to handle every detail of the 
project for other company (foreign client), including training operating personnel. As Hill 
(2011) states, “at completion of the contract, the foreign client is handed the key to a plant 
that is ready for full operation”.  
 
This method is used for exporting process technologies to another country. Turnkey 
project is mostly common in expensive production technologies industries such as 
pharmaceutical, chemical, metal refining and petroleum refining (Hill, 2011). 
 
Advantages 
• Know-how of technologically complex process. 
• A significant earning of economic returns from the assets. 
• Could be less risky than conventional FDI. 
 
Disadvantages 
• No long-term interest in the foreign country (the firms that enters into a turnkey 
deal). 
• The firms that enters into a turnkey project with a foreign enterprise may 
unconsciously create a competitor. 
• Selling competitive advantage to potential actual competitors (Hill, 2011). 
 
Wholly owned subsidiary 
Wholly owned subsidiary is defined as a company which owns 100 percent of common 
stock by another company, called the parent company. A company could become a wholly 
owned subsidiary through acquisition, where the existing organization take over all its 
property and use that organization to promote its own products. The other way how to set 
up wholly owned company it basically set up a new operation in a foreign country, which 
is called a greenfield investment, where the company has to start from the scratch in the 
particular country (Hill, 2011). 
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Acquisition 
Acquiring an existing operation offers a several advantages. First of all, it allows rapid 
entry and provides access to distribution channels, an existing customer base, and in some 
cases established brand names or corporate reputations. Moreover, in some cases when a 
company miss experiences with local market environment, the existing management may 
provide a bridge between the organization and particular foreign market. Acquisition is 
also very desirable if the competitive environment is very highly and there is a little space 
for a new entrant on the marketplace or when there are significant entry barriers (Douglas 
and Craig, 1995). 
 
Advantages 
• Quick to execute. 
• The company could rapidly build its presence in the target market. 
• To pre-empt the organization’s competitors. 
• Less risky than greenfield ventures. 
• Access to distribution channels. 
 
Disadvantages 
• Thread of coordination and communication issues. 
• Integration with existing issues (Hill, 2011). 
 
Greenfield investment 
A greenfield investment is a form of FDI where the company starts a new venture in a 
foreign country from the ground up, especially when production logistics is a key success 
factors of particular industry and there is no available appropriate acquisition targets or 
costs are too high (Douglas and Craig, 1995). This entry mode offers organization a 
chance to build the same kind of subsidiary company that it wants. For example, it its not 
too complicated to set an company culture from the scratch, than change it within acquired 
unit.  
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Similar problems could arise with operational routines, where setting up an new ones 
could case noticeable less issues than converting the ones which are already build. This 
may be useful for those companies, where competencies, transferring products, skills and 
know-how from the established operations of firm to the new subsidiary are main for 
value creation process (Hill, 2011; Douglas and Craig, 1995). 
 
Advantages 
• Opportunity to build the kind of subsidiary firm that it wants. 
• Operational efficiency and integrated production. 
Disadvantages 
• Investment initial costs. 
• Time delays. 
• Slower to establish. 
• The investment is also risky (Hill, 2011). 
 
1.4.1 Selection of an entry mode  
As highlighted by Douglas and Craig (1995), the selection of a suitable foreign market to 
penetrate is more than a choice of geographical place. It involves careful assessment of 
opportunities on the marketplace and risk, which is connected with establishment of a 
business in the particular countries. Most of factors influence the selection of country 
which has also impact on a selection of an entry mode. Those factors are concretely 
political and environmental risk, country characteristics, trade barriers, level of market 
development, government regulation, product characteristics and company’s objectives 
for foreign market. All these mentioned factors have to be accessed at the same time in 
order to choose the most suitable entry mode.  
 
According to Hill (2011) who states that there is no right decision when it comes to market 
entry penetration. All possibilities may be connected with divergent levels of rewards and 
risks. 
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1.5 Key success factors 
According to Hill (2011), the key success factors determines a several activities which 
are the primary determinants of success in a particular industry. A firm should solve these 
KSFs of the industry and analyse to what extent it meets these factors. If the firm is in 
good condition and those mentioned aspects, it might help to develop and maintain strong 
competitive position on the market. Finally, meeting the KSFs is undoubtedly important 
step to achieve the firm business goals.  
 
1.6 The strategy of international business 
The firms often choose among four main strategies poses when competing in the global 
marketplace: a global standardization strategy, a localization strategy, a transnational 
strategy, and an international strategy (Hill, 2011). 
 
 
 
 
Figure 1: FOUR BASIC STRATEGIES (SOURCE: Hill, 2011) 
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Global standardization strategy 
Companies which pursuing a global standardization strategy aim their focus on increasing 
profitability and profit growth by applying the cost reductions which come from 
economies of scale, location economies and learning effects, thus its strategies goals is 
lead to low cost strategy on a global scale.  The R&D, marketing or production are often 
concentrated into a few favourable locations. The companies try not to customize its 
product, either the marketing strategy to local condition, for reason that customization 
involves shorter production runs as well as the duplication of functions, which tends to 
raise costs. Instead, they prefer adaptable product worldwide to maximize benefits from 
learning effect and economies of scale. They also tend to use its cost advantage to support 
aggressive pricing in international markets (Hill, 2011). 
 
Localization strategy 
A localization strategy aims to increase profitability by customizing the company’s goods 
or services, which provide a good match to tastes as well as the preferences in different 
national markets. This strategy is most appropriate when they are a substantial difference 
across nations regarding to consumer tastes and preferences and when the cost pressure 
is not too intense. By offering the customizing product to local demand, the company 
increases the value of that product in the local market. At the same time, the firms lose 
an opportunity to mass produce a standardized product for worldwide sale. However, as 
the added values of manufactured product is higher, companies are able to afford higher 
pricing strategy. In term of sufficient high local demand, companies could be enable to 
reduce costs through some scale of economies in the local market (Hill, 2011). 
 
Transnational strategy 
This strategy aims to focus on achieving lost cost through economies of scale, however 
they also try to differentiate its products in order to adapt it for local differences of diverse 
parts of the world. Although, this idea sounds very attractive in case of theory, its practical 
implementation it not good so far. It contains differentiating of product raises costs, which 
is one of major goals of transnational strategy, which tend to reduce costs. How to 
implement in the best way this kind of strategy is one the most complex question that the 
big multinational organizations are struggling until today (Hill, 2011). 
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International strategy 
Sometimes, it is possible to identify an significant international companies, which are in 
position of being not forced with low cost pressures and low pressures for local 
responsiveness. Many of these companies start to produce its products originally for its 
domestic market and selling them internationally with only minimal or none local 
customization. The specific feature of many such companies is that its products are served 
as universal needs, and they do not face to any competitors. Thus, the company does not 
face to pressures for cost reductions (Hill,2011). 
 
1.7 External Business Environment Analysis 
Changes in today’s business environment are highly influenced by the firm itself, 
particularly forces and trends arise from macro environmental source, which could 
represent a sources of opportunities and threads that can be managed. The external 
environment of company is divided into the macro environment and the micro 
environment (Jakubíková, 2013). 
 
1.7.1 Macro Environment Analysis 
Macro environment is composed from six powerful factors which may influence the 
company, which is shown on Figure 1.  
 
 
Figure 2: MAIN FORCES IN THE ORGANIZATION'S MACRO ENVIRONMEN  
(Source: Business Study Notes, 2015) 
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PESTLE analysis 
PESTLE analysis is one of the most general frameworks use to analyse the macro 
environment of the organization. This analysis is used to audit environmental influences 
to guide the company through strategic decision making. Its acronym stands for the parts 
that the analysis is composed of: Political, Economic, Social, Technical, Legal, 
Environment (Central Intelligent Agency, 2016). 
 
Political forces 
Political factors are usually linked closely to outcome of governments, politicians, and 
the pressure groups influencing various companies or individuals, which can be a new tax 
policy, fiscal policy, political stability or trade barriers. The organizations ought to 
monitor the changing political environment for reason that it could exceedingly influence 
the company’s business. The political actions could be one of the less predictable factors 
in the macro environment (Palmer, 2012). 
 
Economical forces 
Economic situation of the particular country is one of the most important factor for every 
organization’s business in order to deciding whether or not penetrate into foreign market. 
Attractive market should arrange volume of potential consumers as well as high 
purchasing power. Thus, marketers have to pay attention particularly to trends that 
influence mostly purchasing power since it could have a significant impact on its 
businesses. It might influence mostly companies which focused on manufacturing or 
selling of product to high income or price sensitive buyers. Surrounded by other 
economical actions belong GDP growth, GDP per capita, unemployment, inflation rate 
etc. (Kotler and Keller, 2013). 
 
Social forces 
This part of analysis presents the social factors of the particular market and tries to 
estimate factors such as cultural trends, population growth, demographics, religious 
belief, buying trends or attitudes to their lifestyle, etc. (Makos, 2015). All mentioned 
elements affect how consumers perceive, use and buy product.  
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Considering the differences among societies, social value powerfully affect marketing 
strategy as well as international trade (Bovée and Thill, 1992). 
 
Technological forces 
Technological trends and innovations have a significant impact on the organizations. In 
recent decade, the level of innovations and technological development has rapidly 
increased. All organization’s division use information technology on one form or another. 
There are a few differences among firms in the levels of technology. According to Kotler 
(1999) who claims, that the market leader is who innovate successfully as well as 
continuously. Therefore, the adapting to changing technology is important step in 
becoming a successful competitor in the marketplace. 
 
Legal force 
Firms need to monitor legislation developments and regulation in order to support or hurt 
its operations (Kotler, 1999). As states by Bovée and Thill (1992), laws and regulation 
cover a significant field of issue, including distribution, pricing, product labeling, 
packaging, branding or others. It affects the marketing of a product, therefore it crucial to 
understand the regulatory environment and meet their demands. Moreover, when doing 
business in foreign country, firm has to know and follow local rules.  
 
Environmental forces 
The elements of environment have become more crucial approximately in last two 
decades regarding increased scarcity of raw material, growing requirements for doing 
business in green, raised limits against dioxide pollution etc. In today’s world, more and 
more consumers desire the products which have certification about sustainable source or 
origin (Oxlearn, 2016). 
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1.7.2 Micro Environment Analysis 
According to Foret et. al. (2005), the micro environment includes sources such as 
company, employees, customer, suppliers, distribution channels, public and competition. 
The above mentioned factors may influence the operation of the company. 
 
Porter’s Five Forces Analysis 
Porter’s 5 forces framework is based on the five competitive forces that determine the 
competitive intensity and attractiveness of the industry and also help to define strengths 
and weaknesses of the market. The concept is useful in case of analyzing current 
competitive position of an organization in particular industry. The essential function of 
this framework is basically to explain the sustainability of profit against indirect and direct 
competition (Porter, 1998). 
 
 
 
Figure 3: PORTER'S FIVE FORCES (Source: PORTER, 1998, p. 4) 
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Threat of Entry 
This competitive forces determines the threat of new entrants into the market, who would 
like to gain a piece of a pie from a market share. A new company could affect fluctuation 
of prices (mostly bid down) at the market due to a significant increasing intensity of 
competitors as result, reducing profitability. Porter (1998) presents six important sources 
for evaluating the threat of new entrants as barriers, which need to be beaten to entry the 
new market. 
 
1. Economies of Scale 
2. Product differentiation 
3. Capital Requirements 
4. Government Policy 
5. Cost disadvantages independents of Scale 
6. Access to distribution channels 
 
Intensity of Rivalry Among Existing Competitors 
Rivalry among existing competitors are using a wide range of various tactics and 
strategies like price competition, product introduction, advertising battles, and increased 
customer services or warranty. The rivalry occurs by one or more competitors who feels 
the pressure or sees the opportunity to improve its positon on the market (Porter, 1998). 
 
The competitive rivalry is affected by following elements: 
• Numerous or equally balanced competitors 
• Slow industry growth 
• High fixed or storage costs 
• Lack of differentiation or switching costs 
• Capacity augmented in large increments 
• Diverse competitors 
• High strategic stakes 
• High exit barriers (Porter, 1998). 
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Bargaining Power of Suppliers 
Suppliers could easily exert its bargaining power over industry participants by threating 
to charge higher prices or reduce quality of purchased goods and services. Thereby, 
powerful suppliers may squeeze the profitability out of an whole industry as firms are 
unable to recover cost increases in its own prices. There are a few conditions which 
making suppliers powerful as supplier group if: 
 
• It is dominated by a several firms. 
• The product or service are unique and it do not have to battle with other substitute 
products for sale in the industry. 
• The industry is not an important customer of the supplier group. 
• The supplier’s product is an important input to he buyer’s business. 
• The supplier group’s products are differentiated 
• The supplier group poses a credible threat of forward integration (Porter, 1998). 
 
Bargaining Power of Buyers 
Buyers (customers) compete with the industry by forcing down prices, trying to bargain 
for higher quality of goods or more services, for playing competitors against each other 
and it will reduce the profitability of industry. The power of each of the industry’s 
important customer’s groups relies on a several of characteristic of its market situation as 
well as on the relative importance of its purchases from the market compared with firm 
overall industry (Porter, 1998). 
 
According to Porter (1998), the power of buyer group depends on following 
characteristics: 
• Volume of purchased goods is relative to seller sales. 
• Purchases represent a significant fraction of the customer’s costs. 
• Purchases are standard and undifferentiated. 
• Switching costs. 
• It faces low profit. 
• Buyers are fully informed. 
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Threat of Substitute Products or Services 
Every organization has to take into consideration the possibility of threat, where its 
customer may prefer to purchase an alternative products or services. Thus, the companies 
need to identify which other products or services could be able to perform the same 
functions as their owns. Substitute could place a limit on organization’s prices in an 
industry. The products which are monitored, they are usually tends to improve price- 
performance compromise in comparison with market’s products or with goods, which are 
produced by high profit companies. Substitute product usually rapidly enter to the new 
market and especially cause low price or improvement of its product, they are very 
successful, therefore the organization has to be ready to react (Porter, 1998). 
 
1.8 National Culture analysis 
1.8.1 Geert Hofstede model 
One of the most complex studies of how values in the society are influenced by culture, 
which was conducted by professor Geert Hofstede. He defined culture as “the collective 
programming of the mind distinguishing the member of one group or category of people 
from others”. There are a six dimensions of national culture based on extensive research 
done by professor and research teams (Geert Hofstede, 2016). 
 
Power distance (PDI) 
PDI concerns the extent to which individual accept that power in society and is spread 
unequally. When individuals are willing to accept that power is spread unequally, power 
distance is concerned as high. Low power distance is displayed when individuals do not 
accept unbalanced distribution of power. In many cases, especially in American and 
European cultures there is a low tolerance of power distance, whereby in most of Asian 
cultures we can see acceptance of high power distance. The differences may affect the 
nature of leadership and management or decision making and structure in organization.  
European companies are famous for participative style of decision making while in Asian 
companies, employees are more willing to accept decisions made by their director with 
little consultation (Stonehouse et al., 2004). 
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Uncertainty avoidance (UAI) 
This dimension describes how an organization or society of particular countries feel 
comfortable with the feeling of uncertainty. An organization or society with a high UAI 
will attempt to reduce uncertainty via rules and laws, and will have a low tolerance of risk 
as well as non-conformity. On the other hand, a society with low UAI will be 
characterized by an acceptance of risk taking, degree of non-conformity and informality 
(Stonehouse et al., 2004). 
 
Individualism/collectivism (IDV) 
The dimension of individualism versus collectivism is based on social framework in 
particular country where people stress individual or group needs. The individualism is 
characterized by self-interest, self-reliance and individual effort. American culture and 
many of its businesses are famous as a highly individualistic cultures. On the other hand, 
the collectivism stresses the need for group harmony as well as the expectation that the 
group will take case of its members, which express especially the traditional Asians 
cultures and organizations, and is exemplified by the importance of saving face in 
business dealing (Stonehouse et al., 2004). 
 
Masculinity/femininity (MAS) 
MAS is focused on the extent to which society values assertiveness and materialism in 
opposed to harmony and supportiveness. This dimension is masculine when a high value 
is placed on assertiveness and materialism. On the other hand, when a high value is placed 
on partnership and harmony, the culture may be characterized as feminine (Stonehouse 
et al., 2004). 
 
Long-term orientation (LTO) 
Every organization or society culture emphasizes long or short-term goals. Long-term 
orientation goal is based on stability, persistence, order and thrift in modern education as 
a way to prepare for the better future. On the other hand, a short-orientation will expect 
immediate returns as well as will expect satisfaction of immediate needs and wants rather 
than on long-term investment (Stonehouse et al., 2004). 
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Indulgence/restraint (IND) 
On the top of five mentioned dimensions above was recently added an another one. High 
IND express an indulgence, which means that an organization or society enables 
relatively free satisfaction of basic and natural needs in term of having fun. In opposed to 
that, restraint represents nations, who defer those regulates and needs for example strict 
social norms (Geert Hofstede, 2016). 
 
Figure 4: DIMENSIONS OF NATIONAL CULTURE (Source: Anon, 2016) 
 
1.9 Internal Business Environment Analysis 
1.9.1 Marketing Mix (4P strategy) 
 
The concept of marketing mix is a tool which combines four factors of variable- the 4P: 
Product, Price, Promotion and Place. All of factors the firm may use to influence the 
demand for their product. Basically the task of the marketers is to propose and set up fully 
integrated marketing activities, create programs, communicate and deliver a marketing 
value to the customers. To achieve successful marketing programs is necessary to make 
essential decisions about value enhancing the marketing activities are the most tailored to 
be used (Kotler and Keller, 2006). 
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Product 
What is product? To quote from Kotler and Keller (2013), “Many people think that the 
product is material product, however it is anything that can be offered on the market to 
satisfy the wishes or needs of customers, including physical goods, services, experiences, 
events, people, places, assets, organization, information or ideas” 
 
According to Vysekalová (2006), it is possible to divide product into four basic 
categories: 
• Consumer goods. 
• Goods for manufacture and providing services. 
• Consumer material and other objects for businesses. 
• Services (Kaňovská and Schüller, 2015). 
 
Kotler and Keller (2013) sees the additional aspect such as brand, design and packaging 
which is important to customers. 
 
• Brand- American Marketing Association defines brand as “name, term, sign, 
symbol, design or its common combination which have the ability to identify goods 
or services one or group of sellers and differentiate them from competitive” 
(Kotler and Keller, 2013). 
• Design- is represent set of features which influence appearance of the product. 
Except appearance, the design also provides a functional and aesthetical features. 
• Packaging- packaging is served to attract consumers’ attention, unambiguous 
identification of the product and to provide information (Boučková et al, 2003). 
 
Product life cycle 
Product life cycle could be defined as a tool for decision making in product issue. 
Products, even though they are inanimate and artificial, during its existence, they are 
going through a life cycle. Typically, it is divided into four stage: 
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1. Introduction- the stage, which is the most expensive for a firm launching a new 
product, as company invest a significant amount of money into promotion in order 
to promote its product as much as possible. 
 The sales of company is really slow and profits is zero or basically does not exists 
due to the high expenses and unknown product. 
2. Growth- the growth stage can be characterised by strong growth and profits for 
reason that the company may start to benefit from production, the profits margins 
and overall amount profit will increase for sure. Those facts make possibility to 
invest a significant amount of money into promotional activity to maximize even 
more the potential of this growth stage. 
3. Maturity-  since the the product is established and acceptance by majority of 
potential customers, the growth of sales and profits noticeable are not high as in 
previous stage. Profits in this period are usually stabilized or slightly decline due 
to increasing competition. However, the promotional investments are low as 
significant majority of target customer group already know about the product and 
purchased them. 
4. Decline- in this stage the profits and sales are shrinking due to the market 
becoming saturated or outdated product. In exceptional cases, the innovations of 
products may help to restart the product life-cycle again (Kotler and Keller, 2013). 
 
 
Figure 5: PRODUCT LIFE CYCLE  
(Source: Marketing Principles Learning Potrfolio, 2013) 
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Price 
Price is amount of money which consumer is charged for a product or service and also is 
important element of a marketing mix. As Kotler and Armstrong (2014) states, the price 
is the sum of all the value which customers are willing to pay in order to gain the benefits 
of having a product. Price has a major influence on buyer’s decision making and 
producing revenue; the rest represent an expanses to the company. In termsof marketing 
mix, the price is presented as the most flexible elements that could be immediately 
changed. There are three basic pricing strategies that the firm may apply to valuation of 
its product: cost-based pricing, customer-base pricing and competition-base pricing. To 
set up a proper price, the product’s price ought to be not greater than its value and its 
costs. The firm has to find balance between these two factors with considering other 
external and internal factors, especially including rival’s prices, demand and the overall 
marketing mix and strategies (Kotler and Armstrong, 2014). 
 
The firm is mostly setting the price somewhere between one that is too low to produce a 
profit and the one that is to high to produce any demand.  The major considerations in 
setting price is displayed below on Figure 6. 
 
 
 
Figure 6: MAJOR CONSIDERATIONS IN SETTING PRICE (Source: Kotler and Armstrong, 2014) 
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Major Pricing Strategies 
 
• Customer value-based pricing 
This pricing strategy uses buyer’s perceptions of value as the key to pricing. It is 
basically monitors how much the customer is able to pay for the benefits come 
from the product. Therefore, pricing decisions, like other decisions of marketing 
mix, have to start with customer value. 
 
• Cost-based pricing 
This practise of setting price is the simplest way to calculate price. The final prices 
is contained of the costs for producing, distributing and selling the product plus 
fair rate of return to generate a profit. 
 
• Competition-based pricing 
Competitive pricing strategy is setting price of a products or services based on 
what competition is charging. This pricing is used more often by businesses 
selling product, since the services could be varied from B2B while the attribute of 
a product remains similar (Kotler and Armstrong, 2014). 
 
Place 
The third marketing mix component, distribution, refers to the methods used to distribute 
products from the company (producer) to the customer.  
 This element involves the selection of marketing channels, which are the individuals and 
organizations, including retailers and wholesalers, who is helping to move products to 
buyers (Bovée and Thill, 1992). According to Kotler and Armstrong (2014), the 
distribution may vary depending on number of channels, in other word, how many of 
intermediaries are between the producer and the end potential user. There are two type of 
distribution, direct and indirect. The first channel, which is selling a product or service 
straight to consumers.  
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The firm has full control over the product pricing as well as the consumer experience. 
The firm is responsible for the delivery, payment and warranty. Product can be sold direct 
via home sales parties, door-to-door or on the internet.  
 
The second channel- indirect distribution, in this method, the company uses an 
intermediary to sell a product to the consumer. This distribution could contain one or 
more intermediaries, for reason that the firm could sell to a wholesales who will help to 
get product to retailer. This channel might rise products costs since each intermediary 
require a certain percentage of the profit or request to sell a product under the own 
company brand (Boučková, 2003). 
 
Promotion 
The final element of the marketing is promotion, which includes a wide variety of 
techniques that the company can use to communicate with its target group. The main 
categories of promotion tools are advertising, personal selling, public relations, sales 
promotion and direct marketing (Bovée and Thill, 1992).  
 
As Kotler and Armstrong (2014) highlighted, another role of promotion tools is to boost 
awareness of product, which can increase a firm’s sales. 
 
• Advertising 
Advertising is form of non-personal presentation and promotion of ideas, products 
or services which a companies use to persuade consumers to purchase its goods. 
There are a several form of promotion such as TV commercial, radio, newspapers, 
the Internet and other forms (Kotler and Armstrong, 2014). 
 
• Personal selling 
As Robert Stevenson once noted, “Everyone lives by selling something”. Personal 
selling is one of the oldest professions in the world. It basically personal 
presentation by the company’s sales person for the purpose of making sales. It 
involves the development of customer relationship as well. Personal selling might 
be trade shows, sales presentations or incentive programs. 
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• Public relations 
This promotion tool consists of activities designed to build significant relations 
with the firm’s various public such as consumers, investors, the media and their 
communities. PR departments may perform any or all of following functions: 
- Press relations or press agency 
- Product publicity 
- Public affairs 
- Lobbying 
- Investor relations 
- Development 
 
The task of PR is to promote products, individuals, places, ideas, activities, 
organizations and even nations (Kotler and Armstrong, 2014). 
 
• Sales promotion 
Sales promotion consists of short-term incentives undertaken by firm to encourage 
the purchase or sales of product or services. While advertising offers reasons to 
purchase a product or services, sales promotion offers reason to purchase now. 
Sales promotion could be offered through discounts, free gifts, free samples or 
vouchers. 
 
• Direct marketing 
The last form of promotion which to enables a company to deal directly to its 
consumers via telephone marketing, mailers, fliers, catalogues (Kotler and 
Armstrong, 2014). 
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1.9.2 SWOT analysis 
One of the most popular and best known environmental analyses. The purpose of SWOT 
analysis is to monitor and evaluate organization’s internal and external environment. It 
monitors strengths and weaknesses, which shall appear in the organization. At the same 
time, it identifies and evaluates opportunities and threats, which shall appear on domestic 
or foreign markets (Kotler and Keller, 2013). 
 
 
 
 
Figure 7: SWOT ANALYSIS (Source: Allyneuga, 2013) 
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2 CURRENT SITUATION ANALYSIS 
In this chapter, the author will briefly provide basic information about the examined 
company. Theoretical framework and conducted research will be used as a core for 
analysis and evaluation of the strategies issue of entry market development by using 
PESTLE analysis, Porter’s five forces model, Marketing mix and SWOT, which will be 
subsequently the basis for proposing suitable strategy for the firm. 
 
2.1 Company profile 
The company UGO Trade, Ltd. operates fresh bars chain, which are divided into 2 
concept- UGOVA ČESRTVÁ ŠŤÁVA and UGOVA SALATERIE. The company was 
established in 2006, when the first plant was opened and during his 10 years career the 
company has built a chain of fresh bars. Fresh bars UGO generated increased revenue by 
CZK 80 623 000 following the increased number of own fresh bars and salad bars from 
20 to 30 and franchised fresh bars from 30 to 31 and as such the group operated 61 fresh 
bars and salad bars as end of the year 2015. With another fresh bar opened in February 
2016, UGO currently operates 62 of them. The company is a part of family Kofola a.s. 
since 2012 (Justice, 2016). 
 
Figure 8: Company‘s logo (Source: Ugo, 2016) 
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Company mission: 
The company will continue to develop the network of businesses and its products and 
continue to increase and consolidate market share on the Czech and Slovak markets. The 
company also will continue in trends of innovation, which is considered as a crucial. 
 
 
 
 
 
 
  
 
 
Figure 9: Kofola group structure (Source: Kofola, 2016) 
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2.2 PESTLE analysis 
 
Political factors 
 
Poland, officially the Republic of Poland is a relatively stable parliamentary republic 
since the fall of the Iron Curtain in 1989, but changes of government have been very 
frequent. A new era of Poland has started 15 years after the end of the communist era on 
1st May 2014, when the country joined the European Union. Afterwards the country 
became a member Schengen Area since December of 2007, nevertheless this is apart from 
Eurozone, hence the national currency is constantly Polish Zloty. Moreover, Poland is a 
member of all important international organizations such as North Atlantic Treaty 
Organization, United States, International Monetary Fund etc. (Invest in Poland, 2016). 
In European Parliament, Poland has 51 seats (European Union, 2016). The Poland has s 
multiparty democracy with a two chamber parliament, where the head of state is Andrzej 
Duda and the head of government is prime minister Piotr Glinski (Central Intelligent 
Agency, 2016).  
 
The main issues in politic is generally corruption. According to Corruption Perception 
Index 2015, Poland was positioned in 30st place out of 168 positioned, which is not 
remarkably menacing the country. The survey of public opinion demonstrates that the 
Poland political parties are perceived by 16 percent of respondents to be the most 
influenced institute by using a bribery and also 57 percent of public feel that their state 
government’s endeavor to struggle with corruption is inefficient (Transparency 
International, 2016). 
Economic factors 
Polish economy is 8th largest economy in European Union and largest economy in Central 
European region (Worldbank, 2016). Since 1990, when Poland became a fully capitalist 
country. Poland was transformed from communism era to fully economic liberalization. 
Main boost of the Polish economy was year 2004, when the country became the member 
of European Union and gained the access to EU structural funds. Since joining EU, Polish 
economy is experiencing continuous growth.  
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Polish economy was the only one in the European Union, who avoid recession through 
the 2008-2009 economic downturn (Central Intelligent Agency, 2016). However, during 
the years 2012-2103 the economy growth noticeable slowed due to certain ongoing 
economic difficulties in Euro Zone (Index Mundi 2016). 
 
In recent years, the Polish economy succeeded in safeguarding macroeconomic stability 
and securing steady and robust economic growth. Moreover, when taking a closer look 
the economic performance of other members of EU, that in comparison with them, the 
Poland was doing very well in 2015. When observing the comparison GDP growth 
between Poland and the other EU states, it is apparent that Polish economy has over 
performed GDP growth in each displayed year (see Figure 10). In 2015, the GDP growth 
was increased by around 3,6 per cent in real terms, which is generally considered as a 
healthy economic results (see Figure 11). Unemployment has fallen significantly in the 
last two years. At the end of 2015, the rate of unemployment returned to pre-crisis levels 
of around 7%. The annual rate of consumer price inflation has remained very well below 
2,5% target of the Monetary Policy Council since late 2012. In mid-2014, inflation rate 
turned negative, mainly driven by falling food and energy prices. In following two years, 
consumer prices are expected to raise moderately (see Figure 12) (European Commission, 
2016). Moreover, public debt of Poland in 2015 slightly increased from 50,5% in 2014 to 
51,3%, which is still acceptable, when in comparison with certain other countries in EU. 
 
The GDP per capita in Poland was last recorded at 25,261 USD, which is bit lower than 
Czech Republic’s figure of 31,185 USD. However, Polish GDP per capita in 2014 
experienced faster growth of 3,4%, in comparison with Czech’s 1,9% (Data World Bank, 
2016). 
 
Future development of Polish economy will significantly depend on Russian and 
Ukrainian crisis, since Russia is Poland’s important both import and export partner. This 
year we can spot an escape from the rubble of an economy mired in its longest recession 
in two decades. Sanctions imposed by the U.S. and the EU to punish President Vladimir 
Putin for meddling in Ukraine remain a drag on growth.  
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And oil’s decline to a 13-year low has been catastrophic for Russia, where almost 50 
percent of government revenue comes from crude and natural gas (Galouchko and Meyer, 
2016). 
 
 
Figure 10: REAL GDP GROWTH- 5 FASTEST GROWING EU ECONOMIES DURING 2008-
2017 (Source: European Commission, 2016) 
  
 
 
 
Figure 11: CONTRIBUTIONS TO REAL GDP GROWTH 2005-2017  
(Source: European Commission, 2016) 
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Figure 12: Inflation rate of Poland from 2010 to 2020 (compared to previous year)  
(Source: Statista, 2016) 
 
Social factors 
Poland is attractive also from other perspectives. The country is attractive for its 
demographic reasons. Poland is 36th biggest country in a world with 38.59 million 
inhabitants, which is 0,55% of world’s entire population. 61,5% of these people belonged 
to urban areas (World Population Review, 2016). Three largest cities in Poland are capital 
Warsaw (1,702,139), Łódź (768,755) and Krakow (755,050). The major ethnic group are 
Polish, with 96.9%, Silesian 1.1%, German 0.2%, Ukrainian 0.1%, other and unspecified 
1.7%. The amount of Polish speaking inhabitants is 98.2% (Central Intelligent Agency, 
2016). The Polish population is relatively young; 26.5% are under 25 years old and only 
15% are over 65 years.  
 
 
The life expectancy at the time of birth is 76.25 years (72.31 for males, 80.43 for females). 
Poland is significantly aging year by year. While in 1950, the median age was reported 
to be 25.8, today it is 38.5 and it is expected to be 51 in 2050 (World Bank, 2012; World 
Population Review, 2016). 
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Technological factors 
The internet had become an inherent part of human life and nowadays the usage of the 
internet. is continuously rising year by year. According to the data published by the 
Concise Statistical Yearbook of Poland in 2013, about 70% of Polish households are 
equipped with computers and internet access. Among individuals ranging from 16-74 
years old, as many as 62% are internet users and almost 48% surf the web in order to find 
some information (Dotcom River, 2013).  
 
 
Figure 13: DAILY INTERNET USAGE RATE IN POLAND IN 2015, BY AGE GROUP 
(Source: Statista, 2016) 
 
 
In terms of technological factor is appropriate to mention poor road infrastructure. In 
recent years, the quality of the main roads had significantly increased, however poor 
infrastructure still remains particularly in the Eastern part of the country. To lower trade- 
costs and increase productivity is necessary more invest to this sector.  
 
According to the HBSC Global connections report, there will be a huge infrastructural 
modernization and upgrades in the area in following years. The investment will be 
especially into transport networks, which includes high speed railways between its largest 
cities (Emerging Europe, 2015). 
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Legal factors 
By entering a market, the firm ought to follow certain rules and regulations of particular 
country to avoid fees and unnecessary issues. 
The Poland has been ranked at 25th place out of 189 countries in Doing Business 
Rankings, however in Starting a Business Ranking the country has been ranked 85th place. 
To start a business, the firm will need 30 days to go through 4 procedures and it will cost 
12.2% of income per capita, which is more than the OECD high income average. The 
time to prepare ad pay all kind of taxes takes 272 hours per year, which is also more than 
OECD High Income average (World Bank Group, 2016). 
Starting a business in Poland is very similar to other European countries, however some 
aspects might differentiate a bit. There is a set of specific procedures- the bureaucratic 
and legal steps which an entrepreneur has to complete to incorporate and register a new 
company. Every business, which starts its operations in Poland has to gain some minimal 
capital requirement to its account. For Sp z.o.o. – Limited Liability Company it is PLN 
5,000 and for a joint stock company PLN 100,000. First step to start business 
establishment is notarizing of the firm agreement. The standard fee starts on PLN 1,010 
and could be raised by exceeding PLN 60,000 equity, when firm owner is obliged to pay 
0.4% of the amount of share capital. Maximal notarizing fee might not be higher than 
PLN 10,000. This procedure takes maximally up to 1 day (World Bank Group, 2016). 
 
The National Court Register for company registration provides companies with gaining 
various ID number, which are essential to have in order to start business in Poland. The 
new established firms are given REGON (business registration number), NIP (tax 
identification number) and ZUS (social insurance number). The entire process takes 4 
weeks and costs PLN 500 for registration and PLN 100 for publication (World Bank 
Group, 2016). 
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The last procedure is register for taxes and VAT. The registration must to be done before 
date when company covered business activity for the first time. The fee for the registration 
is no charge and the process of getting this number could run with National Court 
Registrations process (World Bank Group, 2016). 
The entire process of starting a Liability Limited Company may last up to one month and 
cost maximally up to PLN 10,600. 
Value Added Tax (VAT) in Poland is unified at 23%, income and corporate tax is 19%. 
Firms with an annual turnover of less than EUR 10.000 are free from VAT payments (Just 
Landed, 2016; World Bank Group, 2016). 
 
As Poland is member of EU as well as Czech Republic, where UGO.cz residency is, there 
are no special legal norms or government barriers to be overcome when entering the 
market. 
 
Environmental factors  
There are no environmental factors influencing running this business. 
All the figures which describe the macro-economic situation in Poland are summarized 
in Table 1. The summary of evaluation of risks and opportunities linked with the macro-
economic situation are displayed in Table 2. 
 
 
 
 
 
 
49 
 
Table 1: PESTLE analysis figure overview 
 
 
 
 
  
PESTLE analysis overview 
Political factors (2015 figures) 
State system Parliamentary democracy 
Political situation Stable 
Economic factors (2015 figures) 
GDP growth 3,6% 
Inflation rate -0,93% 
Unemployment rate 7% 
Public debt 51,3% of GDP 
GDP per capita 25,261 USD 
Social factors (2015 figures) 
Population 38,59 million 
Largest cities 
Warsaw- 1,702,139 
Łódź- 768,755 
 
Krakow- 755,050 
Life expectancy 76,25 
Median age 38,5 years 
Technological factors (2015 figures) 
% of internet users 70% 
Number of internet users 26,9 million 
Legal factors (2015 figures) 
VAT 23% 
Corporate tax 19% 
Environmental factors 
None 
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Table 2: PESTLE analysis- risks and opportunities overview 
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2.3 National Culture 
2.3.1 Geert Hofstede model 
 
 
 
Figure 14: Hofstede's 6D Model- Cultural comparison of Poland and Czech Republic 
(Source: Geert Hofstede, 2016) 
 
Power Distance 
Both countries are very similar, where the people accept a hierarchical order in which 
everybody do have its places and which needs no further justification. From 
organizational point of view, hierarchy is seen as reflecting inherent inequalities, 
centralization is very popular and subordinates expect to be told what to do and ideal chief 
is a tolerant autocrat (Geert Hofstede, 2016).  
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Individualism 
In terms of the individualistic approach, both country’s inclination towards individualism, 
where individuals are expected to take care of themselves and their close family only. On 
corporate level, the employer/employee relationship is normally based on mutual 
advantage, hiring and promotion decisions are supposed to be based merit only, and 
management is the management of individuals (Geert Hofstede, 2016). 
 
Masculinity 
Both countries have scored a high result in this dimensions, which means that the society 
is driven by competition, achievement and success, where the success is defined as the 
winner/best field- value system, which starts in the schools and continues throughout 
organizational life. On the other hands, a low score of feminine express that the dominant 
values in society are caring for others and quality of life (Geert Hofstede, 2016). 
 
Uncertainty Avoidance 
Poland have reached a very high score in terms of UAI. It expresses that Poles are 
behaviour and intolerant towards unorthodox behaviour and ideas. In cultures like this is 
also high an emotional need for rules (even though the rules never seen to work). Poles 
have an inner to be busy and work hard, they might be resisted regarding innovation, 
require punctuality and need to feel securely (Geert Hofstede, 2016). 
 
Long Term Orientation 
This is the only dimension, where is a significant difference between Poland and Czech 
Republic. Meanwhile the Czechs are fairly long-term oriented, nor are the Poles. The 
Poles are more normative than pragmatic. The polish society has strong concern with 
establishing the absolute Truth. They show great respect for traditions, small propensity 
to save for the future and focus on achieving quick results (Geert Hofstede, 2016). 
 
Indulgence 
With low score of 29, both cultures assign to “Restraint” category. People from those 
countries are more likely to by pessimists and cynics. Also, they do not put much 
emphasis on leisure time and satisfaction of their desires, which in such countries may be 
perceived as something wrong. 
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The numbers presented above in a Figure 12 may prove that both nations are very close 
to each other. The figure shows a significant gap between both nations in the LTO aspect. 
Meanwhile the Czech nations appear to be more patient and do not require the results of 
their work to be visible as quick as possible, the Polish nation seem to be the exact 
opposite. Moreover, the low number of LTO expresses that the Poles have tendency to 
save money towards future. Thus, Poles are likely more spending a large amount of 
money for products and goods they do not desperately need, as they do not bother with 
their personal future financial situation. UAI factors also shows a greatest difference 
between those nations, which predicts their intolerances regarding unorthodox behaviour 
or its resistance regarding innovations (Geert Hofstede, 2016). 
 
2.4 Competitive environmental analysis 
2.4.1 Polish foodservice industry 
Polish foodservice market sales were reached at USD 8.9 billion in 2010, making it the 
second- largest foodservice industry in Central and Eastern Europe. Full- service 
restaurants held almost 30% of the market, while cafés/bars held 25 % and the quick food 
subsector held 22 %. The industry went through a tough period in 2009, when Polish 
consumer expenditure being the lowest in CEE as a whole. During the period of 2005-
2010, the quick food subsector enrolled a significant growth of over 30%, due in part to 
the introduction of international companies such as Starbucks and Subway, the re-entry 
of Burger King in Poland, and the strong market presence of McDonald’s. It is expected 
that foodservice sector in Poland will increase by 11% over the 2010-2015 period 
(Agriculture and Agri-Food Canada, 2012). 
  
 
Figure 15: Consumer Expenditure on Foodservice by Select CEE country USD per household 
(Source: Agriculture and Agri-Food Canada, 2012) 
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Figure 16: Polish Foodservice Market Sizes by Type, Value in USD millions and % of Total 
Foodservice (Source: Agriculture and Agri-Food Canada, 2012) 
 
 
2.4.2 Porter’s five forces analysis 
To better understanding organization’s microeconomic environment, the Porter’s five 
forces analysis would be reflected in this work in order to provide view, which value is 
created and divided among existing and potential industry participants (Porter, 1998). 
 
Rivalry among existing competitors 
The intensity of the rivalry among existing competitors can by classified as relatively 
moderate as the market of fresh bars in the Poland is large and not fully saturated. In 
Poland are only few competitors offering similar content as UGO and local bars such as 
Na Zdrowie, The Smooth Fruit, however, most of them are offering only fresh juice and 
smoothies or sandwiches. On the other hand, the only one competitor Salad Story can 
compete with UGO in term of offering salads and soups. The main advantage of UGO is 
a wide menu of fresh juices, cocktails, ice- scream, salads, soups. Each product is 
produced very quickly, the concept of UGO bars is similar to fast food, but in this case, 
the UGO bars is doing in healthy way.  
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Table 3: Largest Polish quick foodservice bars according to sales in 2014 (Amadeus, 2016) 
Largest Polish quick foodservices restaurants/bars (according to its sales 2014) 
Company Sales  
Salad Story € 4 625 000 
Na Zdrowie € 787 000 
Skok na Sok € 361 000 
Smooth The Fruit € 289 000 
Frankie’s € 266 000 
 
 
Salad Story 
Salad story is a fast-food restaurant serving large and healthy portions of high-quality 
salads, hot sandwiches, soups and pastries. The company is operating in 10 cities -
Warszawa, Gdynia, Poznań, Wrocław, Kraków, Bydgoszcz, Radom, Szczecin, Katowice 
and Lublin (SaladStory, 2016). 
 
Na Zdrowie  
One of the biggest juice bars chain in Poland. Na Zdrowie is operating in 10 cities (Łódź, 
Szczecin, Gdańsk, Poznań, Płock, Wrocław, Kraków, Kielce, Gdynia, Toruń) through 16 
fresh juice bars. The menu is composed from drinks (fresh juices, cocktails smoothies) 
and sandwiches such as make own tortilla. The location of Na Zdrowie is focused mainly 
into shopping center (Na Zdrowie Fresh, 2016).  
 
The Smooth Fruit 
The concept of this company is especially focused for producing the smoothies. 
Additionally, the company offers coffee shakes and fit food such as musli with yogurt 
and fresh fruit. The Smooth Fruit is operating in OPOLE (3bars), Kraków (2 bars) and 
Czeladź (Smooth The Fruit, 2016).  
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Skok na Sok 
The company offers only drinks such as juices, cocktail, shakes through 4 bars, which are 
locating in shopping malls (Kabaty, Blue City, Nowy Świat, Arkadia) in capital city of 
Poland- Warsaw (Skok na Sok, 2016). 
 
Frankie’s 
The only competitor, who is not focused to operate in shopping mall. Frankie’s is 
operating on busy streets in 3 cities- Wrocław (4 bars), Kraków and Olsztyn. Frankie’s 
menu is composed of juices, shakes, coffee, salads and sandwiches (Frankies, 2016). 
 
Bargaining power of suppliers 
In case of fresh bars, suppliers are meant as growers of the fruits and vegetables and firms, 
which producing packaging technology for its products. The largest volume is creating 
fresh fruits and vegetables, where is possibility to negotiate favourable conditions directly 
with importers or local growers. Therefore, bargaining power of suppliers can be 
classified as moderate. 
 
Bargaining power of buyers 
Buyers, are in terms of fresh bars customers, who purchase healthy products. UGO’s 
target group are divided into 2 groups (80% women, 20% men): 
 
a) People at 20-45 ages, who cares about healthy lifestyle; who are interested in what 
they eat and deliberately eat healthily. 
b) People at 15- 20 ages- who want to be seen and interesting due healthy products 
trend (teenagers, active bloggers on social sites). 
 
Buyers have a many possibilities when purchasing fresh healthy foods or drinks, since a 
lot of competitors are on the market. To attract customers, it its crucial to differentiate 
itself from others by for example lower price or some additional service.  Therefore, 
bargaining power of buyers is high. 
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Threat of new entrants 
Despite the fact that the market is being popular, there is possibility that new companies 
will enter the market. Due to the fact that there are very low barriers to entry, such as low 
amount of capital required. There are a few things that new entrant simply need is contract 
with growers, website, where offered products can be displayed and contract with lesser.  
However, in terms of place it might be difficult to convince a developer or owner of 
shopping mall about unique of the concept. For mentioned reasons, the threat of new 
entrants could be evaluated as high. 
 
Threat of substitutes 
Threat of substitutes can be classified as high as many companies offering similar 
products at competitive prices. There are relatively no existent costs for fresh bars 
costumers in the industry. One of biggest advantage of UGO is offering a range of healthy 
product at reasonable prices. Due to this fact, the UGO gained a customer’s loyalty base 
eager to come back again and again. 
 
The summary of possible risks and opportunities which result from the Porter five forces 
analysis is presented in Table 4. 
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Table 4: Porter's five forces analysis- risks and opportunities overview 
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2.4.3 Key success factors of the industry 
Success in the foodservice industry, especially in quick food service requires mastery of 
different parameters than fine dining. Customers who go to quick restaurant are looking 
for speed, convenience and predictability rather than a memorable dining experience. 
 
Branding 
McDonald’s, Starbucks or Subway are examples of extremely successful quick service 
food branding. Their signs, logos and slogans are recognizable around the world. 
Customers of those particular companies like predictability and the want to know exactly 
what they are going to get before the go through the doors. By providing consistent, easily 
recognizable and simple branding, a business reassures customers that nothing has 
changed. Simple slogans that lodge themselves in the brain are repeated endlessly on TV 
commercials, ensuring that when customers see the quick food outlet, they are primed to 
respond because the brand is already “inside” of them. 
 
Location 
Quick food’s service is about convenience, therefore the restaurant should be located in 
a high-traffic area. Fast food is not considered destination, customer will not travel into 
the countryside for a fresh juice drinks or salads in the same way that they would for a 
special restaurant experience. By locating outlets in shopping malls or on busy 
commercial strips, quick food companies gain business and impulse purchases from 
customers who had no pre-planned patronage of the restaurant. 
 
Speed 
Quick food that lives up to its name gains more business than quick food that is actually 
slow. Many people grab food on the way to work or to another destination. The faster a 
restaurant can deliver the ordered food, the happier the customers are (Xaxx, 2016). 
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Efficiency 
Quick food restaurants run on thin profits margins and make its money by selling lots of 
product. In this commercial environments, functioning efficiently is crucial. This means 
minimizing food waste, hiring help employee at minimum wage and benefiting from 
economies of scale when purchasing supplies. Every dollar that is unnecessarily spent on 
operations is a dollar subtracted from profits. Because of high employee turnover in the 
industry, training regimens for new employees need to be standardized, rapid and 
effective (Xaxx, 2016). 
 
High quality inputs 
The consumers are sensitive to the taste and quality of products they purchase. Therefore, 
purchasing inputs such as fruits and vegetables from healthy yields is important ensure 
maximized end-products quality, increasing demand for a company’s products. 
 
Attractive product presentation 
Given the relative homogeneity of industry products within every industry product 
segment, successful product presentation and advertising could positively distinguishes 
firm’s product from others, which could increase firm sales. 
 
Supply contracts in place for key inputs 
The prices of vegetable and fruit inputs are incredibly volatile regarding factors such as 
adverse weather conditions and insect infestations.  To negate this, long term fixed price 
supply contracts with local farmers and distributors are important (Ibis World, 2016). 
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2.5 Marketing mix (4P strategy) 
Product 
UGO bar offers primarily squeezed juices and mixed cocktails from fresh fruits and 
vegetables. Moreover, the UGO customers can choose from many others additional 
products such as yogurt, energy bars, fresh fruits and for healthy food lovers, there are 
delicious soups and salads in stores, which are associated with the salad bar. The main 
rule of UGO is freshness, all salads are preparing every day by the staff in stores. This 
method also applies to the main product, fresh drinks, which are produces immediately 
after ordering. These products contain no added substances such as preservatives, 
sweeteners or other flavouring mixtures (Ugo, 2016). 
 
 
Figure 17: UGO's products (Source: Instagram, 2016) 
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Price 
Price determines the value of the product for the customer. Price in comparison with the 
juices sold in supermarkets is a bit higher, however in my opinion, it is fully adequate. 
The final product includes more costs than the customers realizes, especially work, which 
is paid individually with care and love, operate machinery or packaging material. For all 
those reasons, the company is able to allow bit higher prices than its competitors and still 
be the biggest player on the market. UGO is able to sell offered products with 80% gross 
margin (drinks) and 65% gross margin (food). On the other hand, Ugo has often limited 
discount for its fresh drinks. Moreover, another option how the customers can save the 
money is to use a loyalty card. 
 
Place 
This factor of marketing mix is one of the most important element for a successful store. 
The company systematically collect and evaluate the location of stores. For the location 
of the store is very crucial the number of passer-by. Therefore, the store should be located 
at busy place, where it can entice new customers. Establishments UGO bars are placed 
mostly at shopping mall or office complex. In Czech Republic and Slovakia, there are 
over 51 UGO fresh bars and 12 UGOVA SALATERIE (Ugo, 2016). 
 
 
Figure 18: Location of UGO fresh juice bars in CZ and SK (Source: Ugo, 2016) 
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Figure 19: Location of UGOVA SALATERIE in CZ and SK (Source: Ugo, 2016) 
 
Promotion 
The aim of the promotion is to attract the customer’s attention and entice him into the 
store or inform him about the news, and seasonal menus. 
 
UGO promotes its product actively through advertising channels. First channel it uses are 
logically an internet and social media. Company’s website is the first promotional tool, 
where visitors of page can see all company’s product. The website also offers UGO 
magazine, where the readers are informed about all new products, seasonal menus or 
where the customer could meet with UGO’ product e.g. festivals. For UGO’s fans, there 
is a registration section, where registering customers will continuously get newsletters 
from the company. UGO has a strong social media presence, with more than 24 thousand 
likes on Facebook page, where the company inform about promotional action, news and 
seasonal menus. Users also may ask customer service for help or other issues. Another 
social platform, where the UGO is very active is Instagram with more than 5 thousand 
followers. On Instagram the UGO uploads its or user’s photos, where the other users can 
comment and share own opinion, feelings or experiences with particularly product.  
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UGO has also own profile on internet channel YOUTUBE, there are a few videos, where 
is e.g. displayed how the UGO bars are build. In terms of sales promotion, the UGO is 
equipped. For selling products, the sellers are able to use leaflets or stand with promotion 
within store. 
 
 
Figure 20: Advertising on web portal youtube.com (Source: Youtube, 2016) 
 
 
 
 
Table 5: Marketing mix weaknesses and strengths overview 
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2.6 SWOT analysis 
SWOT is a summary of outcomes that have been previously recognized based on 
conducted analyses of external and internal environment. External analysis has identified 
attractive and threats that may influence the firm expansion. Whereas internal analysis 
has shown the company’s strengths over competitors and weaknesses that the company 
ought to take into account to eliminate or overcoming them. 
 
Strengths 
• Strong brand recognition. 
• 7 years of experience in industry. 
• Company’s know- how. 
• Strong and stable base of company. 
• Large amount of bars across CZ and SK. 
• Wide range of products. 
• Product, which is beneficial for health. 
 
Weaknesses 
• Lack of base staff for bars. 
• Easy to copy (some of bar’s products). 
• Seasonality of fruits and vegetables for some of UGO’s products. 
 
Opportunities 
• Continuous market growth. 
• Fast development and expansion. 
• Get very strong base of clients from the beginning. 
• Expansion in international market. 
• Influence trends. 
 
Threats 
• Rising competition. 
• Growth of fruit/vegetable prices. 
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3 PROPOSALS AND CONTRIBUTION 
Market research included analyses of macro-environment, the particular industry and the 
company itself will be shortly evaluated first, then the proposed marketing mix will be 
determined along with other recommendations and suggestions. 
3.1 Evaluation of Competitiveness 
As Hill (2011) states, the benefits of doing business in a country are function of the size 
of the market (population), its present wealth (purchasing power) and future growth 
prospects. He also mentions that risks connected with stabling business are considerably 
lower in economically and politically stable democratic countries. 
 
From this point of view, the Polish foodservice market is considered as an appropriate to 
enter, as Polish political situation has been stable in a long term perspective and the size 
is huge (312 679 km2). Supported by results of PESTEL analysis, Poland is considered to 
be high- developed country with tend to be the healthiest post-communistic country with 
the fastest grown in EU. Even though the GDP per capita of Poland is under European or 
Czech Republic’s average, the continuous economic growth which lately exceed EU 
average by several percentage points every year is promising view towards a future. 
Furthermore, fastest foodservice market growth in recent years in Poland is another point 
supporting the entrance. 
 
Due to the fact that UGO main product category offered is focused on fresh drinks and 
healthy food, the pressures for local responsiveness when entering a Polish market are 
low, as mentioned products are globally adaptable. Moreover, the Poland is located in a 
same geographic region as Czech Republic, thus need for local responsiveness is even 
more lowered by tiny cultural differences between both countries as well, as Hofstede 
cultural model presents. Besides, from presented Hofstede’s model might be seen that 
UGO could be able to take advantages of lowered level of Polish culture LTO, which 
predicts lower propensity of Poles to save money towards future.  
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Nevertheless, there are many already existing companies in foodservice industry. And it 
is rather cautious to understand that UGO enter a bit saturated Polish market where a 
competitive advantage should be even more emphasized. Therefore, it is crucial for UGO 
to develop some competitive advantage. The author believes UGO is a very big player in 
the market by virtue of its proven track record as well as emphasis on product 
development. Ugo experience and geographical spread in CZ and SK, constant focus on 
improving the quality and taste of its products and ability to remain at the forefront of 
global trends is where the author feels UGO’s competitive advantage lies. Eventually, 
UGO could also cut its gross margin on products to achieve even lower prices and raise 
its competitiveness. Therefore, global standardization strategy is proper to use, as 
pressure for local responsiveness is low and pressure for cost reductions is high. 
 
Mode of market entry 
As was mentioned in the theoretical part, there are several modes how the organization 
may go abroad. Nevertheless, the UGO is already applying wholly owned subsidiaries 
method on Slovak market with no involvement another participant by forming a joint 
venture, in other words the company go it alone. Therefore, concerning mode of entry, 
author suggests implementing the same strategy framework to penetrate into Polish 
market, which is also considered as the most appropriate method for reason that, this 
method allows the company to has full control over operations and significant protection 
know-how and technology as well as without sharing profits. Even though this method is 
considered as the most expensive one with numerous obstacles and challenges to 
overcome, the author finds it as the most suitable one regarding to above mentioned 
advantages. Furthermore, challenging connected with learning of doing business in a new 
market field are from a big part eliminated, regarding to cultural similarities between both 
countries. However, the author had to made another decision between acquisition and 
greenfield investment.  
 
After all, author finds the most suitable way to foreign expansion as greenfield 
investments, since acquisitions means buying not only firm’s tangible asset, but know- 
how as well and other intangible assets such as web design etc., which UGO has already 
mastered to the professional level. 
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Because the initial investment will require a significant amount of money, at the 
beginning author suggest that the company would open pilot restaurant. The restaurant 
should be located strategically in Warsaw, since it is capital city with the biggest number 
of inhabitants. Therefore, it maximizes a potential amount of customer. After increased 
awareness of the flagship store, the author would propose to focus on opening new stores 
in another big city such as Łódź, Krakow, Wroclaw, Poznan etc. 
 
3.2 Identification of goals 
Suitable location selection for pilot restaurant 
UGO is focused on selling its products through restaurants or bars, which are located at 
shopping malls or office complex. As mentioned above, the most appropriate city for 
opening pilot restaurant is considered as Warsaw, due to is amount of inhabitants and its 
suitable location within Poland from a geographical point of view.  
 
Recruiting of new employees 
To secure flawless launch of the restaurant, recruiting of at least 17 new employees will 
be needed already before the organization start doing its business activity. Throughout 
the first three years, some other employees will need to be recruited, depending on 
company further expansion. 
 
Creation and enlargement of a customer base 
UGO’s essential goal is to create and systematically enlarge the base of the customers 
across Poland, which might be very difficult task for the company, which is for vast 
majority of population completely unknown. Further recommendation how to achieve 
this goal is presented in Chapter 3.3. 
 
Opening of the pilot restaurant before summer 
The timing of the entry may be important in order to successful penetrate to the foreign 
market. Author finds the best possible time for an entry the period before summer time, 
as the demand in this period, especially for light foods and fresh drinks, is noticeably 
higher in comparison with the rest of the year. 
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Further expansion across Polish market 
In next 3 years open more than 8 restaurants in big cities in order to increase customer 
base and became the very big player on the market, which will be able to compete with 
other rival- Salad Story. 
 
3.3 4P marketing mix 
Product 
The Ugo should follow the In-n-Out Burger’s model: have a small but effective menu, 
with the main focus being on salads, soups and fresh drinks. Before entering the market, 
UGO ought to change its names of products to Polish language for customer convenience. 
As packaging is part of product, the author also suggests to translate signs and labels on 
them.  Moreover, in order to attract customers, UGO ought to keep changing offered 
menus in order to be one step ahead of the competition.  The author also suggests to 
follow the latest trends in gastronomy in order to always have innovation and especially 
tasty menus, which will be different depending on the season. 
 
Price 
As identified by Douglas and Craig (1995), confrontation is one of the market entry 
strategies. It is broadly used on a highly competitive markets with several significant 
players, so as to take over market leadership or strengthen own position on a market. The 
most typical way of confrontation is by cutting prices. 
 
When searching for a good salad or fresh drinks, it can be hard to find one that is good at 
a decent price. Considering that the besides taste, price is one of the most important 
factors in driving force of the success of the UGO, price determination for the product 
requires a careful consideration. The price set should enable UGO to make profit and at 
the same time remain competitive in the market. As mentioned in Chapter 2.7., UGO is 
able to sell product with 80% gross margin (drinks) and 65% (foods), which is considered 
as a high number. Author recommends to cut margin on both down to 75% and 55%., in 
order to offer lower prices than competitors and therefore penetrate into the minds of 
public.  
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The proposed price range for the UGO would be from 16,5 zł to 20, 85 zł for salads and 
range of fresh drinks would be from 8,6 zł to 15,5 zł depending on the size and customer 
preference. The expectation held is that the combined effect of quality food and the 
comparatively low prices for the products will result in increased sales and widened 
customer base, which translates to increased profits and customer loyalty. 
 
Place 
In regard to selling space, the author suggests to open pilot restaurant in Warsaw, due to 
its amount of inhabitants and its suitable location within Poland from a geographical point 
of view. The most strategic place for the restaurant should have a large volume of people 
on daily basis, preferably a shopping mall. This is necessary for convenience on the side 
of the customer as they can easily frequent, and the realization of increased volume of 
sales for the proprietor. Sales are expected to be high basis due to many people who are 
employed at the center or just passerby, who will be interested to search for healthier 
lunch selections. Therefore, the author chooses shopping mall Zlote Tarasy, which is an 
extraordinary place for fashionable shopping and best city entertainment, located in the 
very heart of Warsaw opposite Warsaw Central Railway Station, Palace of Culture and 
Science and Intercontinental Hotel. It is easily accessible by any means of public city 
transportation or train. It is also approximately 20 minutes drive from Warsaw 
International Airport. The visitors can also park their cars in a comfortable underground 
parking opened 24h. 
 
 
Figure 21: Location of Zlote Tarasy in Warsaw (Source:Zlote Tarasy, 2016) 
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Promotion 
Before entering the Polish market, it is necessary to promote the brand to let potential 
customer know that the company is coming soon into their market and gain brand 
awareness. UGO are moving its marketing spend from home country into Polish market 
to build the brand through mixture of online and offline promotion.  
 
Initial marketing strategy will start approximately two months before the actual opening 
of restaurant in Poland. The company during reconstruction of its store should plaster 
storefront by advertising which will inform a visitors of shopping mall about soon 
opening of branch. For the business is also very important to be available on social media 
networks, therefore UGO must create separately accounts for the Polish Market. People 
are using social media to ask for help or just to monitor news about UGO. Apart from 
that, it is suggested to promote the brand through the internet advertising such as banners 
on Facebook. Moreover, the author suggests company to make partnership with famous 
bloggers, who will be promote its product through social media such as Instagram or 
mentioned above Facebook. In first week of opened store, the UGO should offer 
promotions such as a “buy 1 get the 2nd at half price” offer by cards in order to allure 
visitors of shopping mall to come UGO store or offer free samples of drinks, so that 
potential customer can taste before purchasing. At the end of each week in first 2 months 
of presence, the author suggests UGO to run sales on fresh drinks. Sales for cocktails with 
yogurt will be 20% off and for fresh drinks 25% off.  
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3.4 Space and personnel plan of pilot restaurant 
Restaurant area  
 
Figure 22: Design of UGO restaurant (Source: Grep, 2016) 
 
 
Table 6: Building up cost strategy of restaurant area 
Item Costs (in €) 
Building up area (including equipment, project design etc.)  130 000 
Rent (per month); 100 m2  6 500 
Energies (per month) 1000 
Total cost  137 500 
 
Average rents for small units in modern shopping center in Warsawa range from EUR 40 
to 50/m2/month depending on location, unit-size and type of merchandise. Prime units of 
100-150 m2 are let at EUR 65 to 90 /m2/month (including rents in Złote Tarasy and 
Arkadia, which represent the highest retail rents in Poland) (Ernst & Young, 2015). 
Therefore, the author recommends to rent 80 m2 of restaurant area + 20 m2 of storage. 
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For processing design of restaurant, the UGO should contact the company Grep design 
s.r.o. again as in the past. 
Staffing strategy 
For an initial part of the UGO presence on the Polish market, the author suggests to hire 
at least 17 employees to secure flawless functioning of the restaurant. The amount of 
employees for each position is listed in a Table 7. The table is further divided into two 
parts, which one of them present positions working in a two schedule and the other one 
shift schedule.  
 
Table 7: Initial staffing strategy plan 
Two shift schedule (12 hours a day, Monday- Sunday) 
Position Amount 
Monthly costs 
(including total SHI 
expanses)/ person (€) 
Monthly costs/ 
position (€) 
Part time worker  10 470 4 700 
Assistant 4 754 3 016 
Shift leader 2 1 053 2 106 
One shift schedule (8 hours a day, Monday- Friday) 
Position Amount 
Monthly salary/ person 
(€) 
Monthly salary/ 
person (€) 
Restaurant manager 1 1 385 1 385 
Total for restaurant 17  11 207 
 
The amount of employees suggested in the draft above serve only a solution for the initial 
launch of 1 restaurant in a country. As the UGO are expected to expand through more 
restaurant across Poland, more employees will need for every positions. Therefore, the 
company’s premises need to be designed in a way, thus it would be able and ready to 
adapt more employees than the initial amount is. 
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3.5 Project realization schedule of pilot restaurant 
 
February 2017 
• Putting together a team of employees who will be responsible for all acts. 
• Start of looking for a Polish manager, who will be in charge of the restaurant once 
the business will be launched. 
 
March 2017 
• Registration the new subsidiary at the Polish National Court to get the REGON, 
NIP and ZUS number needed to run a company in Poland. 
• Start of looking for the most suitable location in Warsaw. 
 
April 2017 
• Contacting suppliers (including fruits, vegetables, meat etc.) 
• Finalization of the selection of the most proper location for the restaurant. 
• Beginning of the recruitment process of the future employees. 
• Start of the construction works on the restaurant. 
 
May 2017 
• Start of the marketing campaign in form of the commercials announcing 
company’s entrance to the market. 
• Continuing progress on the recruitment of the new employees and construction 
works on the new store. 
 
June 2017 
• Finalization of recruitment process and construction works, filling up the 
restaurant with inventories and preparation of a company for a ceremonial 
opening on the 1st of July 2017. 
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3.6 Financial budget for the first year of the pilot restaurant presence 
The table 8 shows a simplified view on the estimated project cash budget initially needed 
for the entry on the Polish market. The presented numbers are estimated based on average 
results of restaurants, which are operating in Czech Republic. 
 
Table 8: Financial budget for first year operating on the Polish market 
Project budget in € 
Costs: Q3 2017 Q4 2017 Q1 2018 Q2 2018 
Company establishment fee 2 412 0 0 0 
Initial investment (equipment, 
design of restaurant) 
130 000 0 0 0 
Salaries 33 621 33 621 33 621 33 621 
Purchase of materials (35% from 
revenues) 
40 950 43 050 45 150 46 900 
Rent 19 500 19 500 19 500 19 500 
Energies 3 000 3 300 3 700 4 000 
Marketing (3% from revenues) 3 510 3 690 3 870 4 020 
TOTAL COSTS 232 993 103 161 105 841 108 041 
Revenues: Q3 2017 Q4 2017 Q1 2018 Q2 2018 
Revenues from selling products 117 000 123 000 129 000 134 000 
TOTAL REVENUES 117 000 123 000 129 000 134 000 
GROSS PROFIT -115 993 19 839 23 159  25 959 
 
The enormous negative figure, which may be seen as a result of third quarter of 2017, it 
caused by a necessity to build and equip a restaurant. The fourth quarter of 2017 shows 
the positive figures due to higher revenues and especially the initial investment is not 
included in the budget. The sales growth is expected to be steady, therefore the gross 
profit of following quarters will show positive figures. Based on our expectations the 
restaurant is able to achieve the return of investment in 1 year and 6 months. 
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3.7 Initial plan for further expansion across Poland 
After opening the pilot restaurant in Warsaw, the company should focus on achieving its 
the further goal, which is to expand by establishing new restaurants into other cities. The 
table 9 demonstrates a view on further investment budget for company’s expansion. The 
company crudely will invest € 901 100 in following 3 years. The investment is sum total 
of cost of all restaurants, which the initial cost of 1 restaurant is from € 90 000 to € 140 
000 depending on location, unit-size and type of merchandise. If the sales will 
continuously be steady, the company could achieve through its 10 restaurants more than 
€ 16 000 000 by the end of 2020. 
 
 
Table 9: Investment budgeting plan for further expansion across Polish market 
Investment planning for further expansion in € 
City Number of restaurants Time of open Initial cost 
Warsaw 2 2018- 2019 200 000 
Kraków 1 2019 112 000 
Łódź 1 2019 107 000 
Wroclaw 1 2019 102  500 
Poznan 1 2019-2020 98 600 
Gdansk 1 2019- 2020 91 000 
Szczecin 1 2020 94 000 
Bydgoszcz 1 2020 96 000 
Total Cost   € 901 100 
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3.8 Project risks 
 
Internal risk of the project 
• The company can be threatened by flimsy crop of fruit and vegetables in Poland 
as well as in the world. Furthermore, it can be natural disasters in China, where 
the UGO have producer of its crucibles.  Lack of raw materials and crucibles could 
cause a drop in supply and thereby jeopardizing the smooth operation of UGO 
branches. 
 
• In recent years there is a continuous increase in prices of all raw materials, 
energies and other services. This cause increasing price of the products. 
 
 
External risk of the project 
• Large amount of the competitors is a risk, which cannot be ignored.  
 
Internal risks minimizations arrangements 
• Flimsy of crop of fruit and vegetables the company will not affect. If this situation 
will happen, the company would to ensure sufficiency suppliers from abroad and 
start to temporarily remove from other vendors which are not affected by crops 
failures. With natural disasters that could affect the production of crucibles in 
China, the company cannot do as well. The company could only protect itself by 
secured a replacement supplier, who will temporarily supply the UGO. 
 
• The only recommendation may be searching for new cheaper suppliers who are 
associated with developing optimized supplier portfolio ad making efforts to 
minimize costs, thorough while maintaining the best possible level of quality. 
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External risks minimizations arrangements 
• When entering a highly competitive market, the only possible way how to deal 
with the competition is aggressive marketing strategy, initial cost reductions and 
providing added value to the purchase. This offensive strategy would allow to 
gain a customer base and basic minimal market share, which is a significant for a 
company towards future development on Polish market. 
 
3.9 Other recommendations 
Author suggests especially bigger engagement of local responsiveness into overall 
strategic plan. Although the basic portfolio of products, offered by UGO does not require 
a significant local responsive strategy, the same thing cannot be said about the name of 
the organization. Polish public will more probably buy foods or drinks at Polish 
foodservice store, rather than Czech. Therefore, Polish subsidiary should have the Polish 
name. Author finds the best option as UGO Sałatki.  
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CONCLUSION 
The main purpose of this master’s thesis was to develop an efficient marketing strategy 
for Czech quick foodservice chain UGO, when expanding into the foreign country, 
specifically into Poland. After elaborating of all relevant analysis, the appropriate market 
entry strategy proposal was developed and presented in Chapter 3. In the chapter 2 were 
presented analysis, which supported author’s initial feeling that Poland might by an 
appropriate choice for a foreign expansion, which was demonstrated by findings about 
stable political situation, continuously growing economy or large volume of potential 
consumers. Hofstede’s model national of culture confirmed very small cultural 
differences between people of both countries. The low propensity of Poles to save money 
towards future is only another supportive evidence for the expansion. At the same time, 
the internal analysis demonstrated UGO as a company, which is ready to penetrate into 
another Central Eastern European market, after Czech Republic and Slovakia, especially 
regarding to its experience, business model, professionally handled supplying of materials 
and quick foodservices. The project budget for the first year of the company entrance was 
presented in Chapter 3.6, which outlines, that with stable market share growth supported 
by marketing campaign, the company could be already profitable in 2 quarter of the 
presence. The company could achieve the return of investment in 1 year and 6 months, 
depending on the further development of the situation on the market. The only obstacle 
that the company have to deal with at the beginning of the entrance is the lack of loyal 
base of customers, regarding to the unknown brand among the Polish public.  
Nevertheless, Chapter 3 include several recommendations how the customers could be 
gained faster. As presented in Table 3, Polish quick foodservice market has only one 
major player- Salad Story. This could be a crucial fact leading to a conclusion that there 
is a space for another major player, as other minor players most likely do not offer similar 
additional values as UGO or Salad Story.   
 
UGO is a professional in its industry, which can be supported by either continuously 
growing sales by every year or by the fact that company’s strengths more or less matches 
the key success factors desired in quick foodservice industry. As a company is a sovereign 
leader on its domestic market, author finds foreign expansion as another logical step 
towards company’s further development. 
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